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Abstract 
This pilot study explores the current situation and inter-relationship between criteria for effective authentic personal branding and 
authentic personal branding strategies with weight on years of working experience among 45 academic librarians in Universiti 
Sains Malaysia (USM). It focuses on the academic librarians’ (a) reputation in a university, (b) responsibilities to library users 
and library services, and (c) their relationship with library users.  The result of running the Kendalls Tau B Correlation 
Coefficients revealed nine findings. These include: (i) authenticity, authority and persistence are the dominant criteria for 
effective authentic personal branding; (ii) visibility is the dominant criteria for effective authentic personal branding; (i ii) 
distinctiveness is the dominant criteria for effective authentic personal branding related to academic librarians' relationship with 
library users; (iv) persistence is the only criteria for effective authentic personal branding related academic librarians’ r eputation 
in USM that have moderate correlation with all authentic personal branding strategies; (v) performance is the only criteria for 
effective authentic personal branding related academic librarians’ responsibilities to library users and library services that have 
moderate correlation with all authentic personal branding strategies except personal brand strategy; (vi) goodwill, visibility and 
authority are the three criteria for effective authentic personal branding related to academic librarians’ relationship with library 
users that have moderate correlation with all authentic personal branding strategies, whereas the other criteria have weak 
correlation; (vii) personal mission and personal key  roles are the two stages in authentic personal branding strategies; (viii) 
personal brand statement and personal brand identity are the two stages in authentic personal branding strategies; and finally (ix) 
personal brand identity have strong correlation with all authentic  personal branding strategies. This study can help Malaysian 
librarians to create a new tune of modern day needs for the librarianship profession and upgrade their personal professionalism.  
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1. Introduction 
Academic librarians or also known as knowledge workers are one of the key values of strengths to university 
lib raries. As professional workers, they need to realize and take the current challenge towards professional image 
transformation. During this transformat ion process, authentic personal branding becomes academic librarians' 
personal mission, followed by their personal key roles that are translated into the criteria for effective authentic 
personal branding and authentic personal branding strategies in fulfilling the current needs of library  users and 
adaptation to technology changes. In the end, academic librarians can be in the same level with other professionals 
in service based profession such as lawyers, doctors and so forth.  
Raslin (2010) emphasized that “a good library and informat ion manager is not supposed to stop transformat ion; 
rather they are required to create and promote transformation in line with the new media. If not, we will be left  
behind and will not be relevant anymore”. This is supported by Syed Mohammed Alhady and Azfahanee Zakaria 
(2010) when they said “…building a professional brand for us as librarians is too important to ignore”. Not even 
that, an educated, skilled, productive, disciplined and competent workforce will be a major asset to the nation 
(Shahar, 1994). “The image of a professional is created by people’s personal experience of it. It is down to librarians 
and information professionals at the grass roots level offering excellent services to their users and customers” (Ayre, 
2003).  
Initial findings have indicated that the topic of authentic personal branding is still new in Malaysia, especially  
when it deals with the criteria for effect ive authentic personal branding and authentic personal branding strategies 
with narrow relationship to academic librarians’ professional image. In general, prev ious studies done on authentic 
personal branding field was concentrated more on cases of business  individuals and celebrities especially in  
determining their rise to build a successful personal brand. Through authentic personal branding, it helps academic 
lib rarians to unlock their potential in building the new image of academic lib rarians without lea ving their specialt ies 
as professionals in lib rarianship. Without doubt, it affects their reputation in a un iversity, responsibilities and 
relationship to library users and library services.  
Benefits of having authentic personal branding for academic lib rarians are to face and override problems related  
to (i) negative image of librarians’ profession that have painted librarianship as an undervalued profession, (ii) 
repeatedly stereotype by the university members as non-professional workers, (iii) no awareness on the real 
academic lib rarians’ responsibilities and qualifications such as their knowledge, duties, skills and educational 
qualities, and (iv) public perception draw more heavily on stereotypical representations of librarians’ personalities 
(Seale, 2008). So, academic librarians need to take action towards these issues by bridging it with the adaptation of 
authentic personal branding model. In fact according to Rampersad (2014), “…that there is no job security so be 
independent and re-define yourself by building, implementing and cult ivating your authentic personal branding; 
become the CEO of your life as you attract and create new opportunities”. In retaining their professional status, 
human element of librarianship must be promoted to emphasize their educational mission (McGuigan, 2011). If not, 
till then, stereotypes can lead to the very real damage and distortion of any profession (Howland, 1989).  
This paper aims to advance the mission in exploring the current situation and inter-relat ionship between criteria 
for effective authentic personal branding and authentic personal branding strategies with weight on years of working 
experience among 45 academic librarians in Universit i Sains Malaysia (USM). The authentic personal branding 
model lined by Rampersad (2000) is used as the main indicator for the study. Furthermore, it focuses on the 
academic librarians’ (a) reputation in a university, (b) responsibilities to library users and library  services, and (c) 
their relationship with library users.  
2. Methodology 
Target population for this study was academic librarians in Universit i Sains Malaysia. Allowing for five percent 
(5%) error rate, a sample size of 45 academic librarians was stratified according to campus/branch libraries and 
academic librarians’ grade positions. Questionnaires were distributed directly to respondents starting from 2nd 
February 2015. Th is study used a combination of two statistical tests including descriptive and correlation analysis. 
Descriptive analysis aims to investigate level of agreement and response on issues related to professional image of 
academic librarians in the university, whilst correlation study aims to establishing the correlation or significance 
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among predictor and criterion variab les (Cooper & Schindler, 2001) for the study. Figure 1 is the conceptual 
research framework of the study which comprised: 
 
Fig. 1. Conceptual research framework. 
3. Findings and discussion 
Researchers used Descriptive Statistics Test and Kendalls Tau_B Correlation Coefficients Test in Statistica l 
Package fo r Social Sciences (SPSS) software to analyze the whole data for the study. Descriptive Statistics Test and 
Kendalls Tau_B Correlat ion Coefficients Test in Statistical Package for Social Sciences (SPSS) software were used 
to analyze the whole data of the study. The highest contribution of 41% came from S41 grade position. The h ighest 
contributions according to years of working experience were 23.9% and 23.1% referred to six to ten years and 11 -15 
years working experience. Correlation test in this  research were done by focusing on the inter-relationship between 
criteria for effect ive authentic personal branding and authentic personal branding strategies with years of working 
experience. Details for the findings are as stated below: 
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3.1. Respondents’ demographic information 
Table 1. Respondents’ demographic information . 
Grade position Working experience 
Grade Frequency Percent  Cumulative 
Percent 
Years Frequency Percent  Cumulative 
Percent  
S41 48 41.0 41.0 1-5 years 5 4.3 4.3 
S44 28 23.9 65.0 6-10 years 28 23.9 28.2 
S48 24 20.5 85.5 11-15 years 27 23.1 51.3 
S52 5 4.3 89.7 16-20 years 20 17.1 68.4 
S54 5 4.3 94.0 21-25 years 10 8.5 76.9 
JUSA C, B, A 7 6.0 100.0 26-30 years 12 10.3 87.2 
Total 117 100.0  31-35 years 7 6.0 93.2 
36-40 years 8 6.8 100.0 
Total 117 100.0  
Table 2. Criteria for effective authentic personal branding related to academic librarians’ reputation in a university . 
Criteria for effective authentic personal branding 
related to academic librarians’ reputation in a 
university 
Highest 
percentage for 
level of agreement 
Findings 
Authenticity in building their true personalities 
that reflect the character, behavior, values and 
vision as knowledge workers 
42.1% Agree (i) Authenticity,  
(ii) Authority and persistence are the dominant criteria for 
effective authentic personal branding related to academic 
librarians' reputation 
(iii) Persistence is the only criteria for effective authentic personal 
branding related to academic librarians’ reputation in USM 
that have moderate correlation with all authentic personal 
branding strategies 
(iv) Personal mission and personal key roles are the two stages in 
authentic personal branding strategies that have very strong 
correlation with each other 
(v) Personal brand statement and personal brand identity are the 
two stages in authentic personal branding strategies that have 
very strong correlation with each other 
(vi) Personal brand identity have strong correlation with all 
authentic personal branding strategies  
(vii) The first four ranks that have strong correlation among all 
criteria for effective authentic personal branding related to 
academic librarians’ reputation in USM are between 
authenticity and persistence (0.843**), authority and 
persistence (0.801**), authority and integrity (0.791**), 
finally between authenticity and visibility (0.780**) 
(vii) Persistence is the only criteria for effective authentic personal 
branding related to academic librarians’ reputation in USM 
that have moderate correlation with all authentic personal 
branding strategies 
Integrity by adhering the moral and behavioural 
code that entails the dream (vision), identity 
(mission) and key roles in librarians’ profession  
44.3% Strongly 
agree 
Specialization in building the character, values, 
strength, passion and skills as my unique 
competency 
43.6% Agree 
Authority in order to be seen as a recognized 
expert, talented, experienced, perceived as an 
effective leader in knowledge management 
activities 
42.1% Strongly 
agree 
Visibility especially in promoting the 
professional image of a librarian as the 
information provider to researchers 
44.3% Agree 
Persistence in developing a strong reputation 
through credibility works including personal, 
persuasion and organization credibility that aims 
to build trust  
40.0% Agree 
Goodwill in providing, delivering quality services 
with full commitment to help users and promote 
the professional contributions in the university 
47.1% Strongly 
agree 
Performance as the most important indicator in 
designing professionalism which needs to be 
done continuously 
52.9% Strongly 
agree 
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3.2. Academic librarians’ reputation in a university 
Basically, there are eight criteria for effective authentic personal branding related to academic librarians’ 
reputation in a university. Formula for reputation performance is respect + attention + reward = REPUTATION. 
Table 2 describes the practices of these eight criteria for effective authentic personal branding for academic 
librarians’ reputation in USM. 
3.3. Academic librarians’ responsibilities to library users and library services  
“Blended librarian” is an academic librarian who combines the traditional skill set of librarianship with the 
informat ion technologist’s hardware/software skills and the instructional or educational designer’s ability to apply  
technology appropriately in the teaching-learning process. Hence, nine criteria for effect ive authentic personal 
branding related to academic librarians’ responsibilities to library  users and library services were highlights in the 
Table 3.  
Table 3. Criteria for effective authentic personal branding related to academic librarians’ responsibilit ies to library users and services. 
Criteria for effective authentic personal branding 
related to academic librarians’ responsibilities to 
library   users and services 
Highest percentage for 
level of agreement 
Findings 
Authenticity in the creation of diverse attractive 
modern integrated services and study environments 
available 24/7 
54.3% Agree (i) Visibility is the dominant criteria for effective 
authentic personal branding related to academic 
librarians' responsibilit ies to library users and library 
services  
(ii) Performance is the only criteria for effective authentic 
personal branding related to academic librarians’ 
responsibilit ies to library users and library services 
that have moderate correlation with all authentic 
personal branding strategies except personal brand 
strategy 
(iii) Personal mission and personal key roles are the two 
stages in authentic personal branding strategies that 
have very strong correlation with each other 
(iv) Personal brand statement and personal brand identity 
are the two stages in authentic personal branding 
strategies that have very strong correlation with each 
other  
(v) Personal brand identity have strong correlation with 
all authentic personal branding strategies  
(vi) The first four ranks that have strong correlation 
among all criteria for effective authentic personal 
branding related to academic librarians’ 
responsibilit ies to library users and services in USM 
are between visibility and responsibility (0.792**), 
visibility and specialization (0.740**), visibility and 
consistency (0.737**), finally between visibility and 
goodwill  (0.713**) 
(vii) Performance is the only criteria for effective authentic 
personal branding that have moderate correlation with 
all authentic personal branding strategies except for 
personal brand strategy 
Integrity by acting proactively and academically 
engaged with users in order to create effective 
learning spaces besides support researcher learning 
45.0%  Agree 
Consistency in developing the information literacy 
initiatives and facilitate an on-going involvement 
of librarians in teaching and learning process 
40.0% Agree 
Specialization in leadership positions as campus 
innovator and change agent to the success of 
delivering library services 
42.1% Strongly agree 
Distinctiveness to distinguish my professional roles 
as blended librarian 
45.7% Agree 
Visibility in designing the instructional and 
educational programs in order to assist library users 
to use library services continuously and 
consistently in developing the information literacy 
skills/knowledge for lifelong learning 
56.4% Agree 
Persistence in positioning the librarian’s roles to 
fulfill and commit to users expectations by 
improving my overall performance 
50.7% Agree 
Goodwill in designing new or existing services that 
match between user capabilities and service 
technological requirements 
55.7% Agree 
Performance as the most important indicator in 
exploring new knowledge within librarianship 
profession that enables to enhance the quality of 
library resources and services in the future 
43.6% Agree 
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3.4. Academic librarians’ relationship with library users 
First impressions are important in a way of portraying the right of professional image that affect the academic 
lib rarians' reputations, responsibilit ies and relationship with library user in a university. The first impression needs 
to be consistent with the personality and it should represent your authentic personal brand, then the existence of a 
solid relationship will appears. Tab le 4 explained the findings of criteria for ef fective authentic personal branding 
related to academic librarians’ relationship with library users. 
Table 4. Criteria for effective authentic personal branding related to academic librarians’ relationship with library users . 
Criteria for effective authentic personal branding related to 
academic librarians’ relationship with library   users 
Highest 
percentage for 
level of agreement 
Findings 
Authenticity in establishing an explicit professional role that 
elucidates on how a librarian ought to conduct work and 
relate it  to users and build a good and long lasting 
relationship with them 
41.4% Agree (i) Distinctiveness is the dominant criteria for 
effective authentic personal branding related to 
academic librarians’ relationship with library users 
(ii) Goodwill, visibility and authority are the three 
criteria for effective authentic personal branding 
related to academic librarians’ relationship with 
library users that have moderate correlation with all 
authentic personal branding strategies, whereas the 
other criteria have weak correlation with each other 
(iii) Personal mission and personal key roles are the 
two stages in authentic personal branding strategies 
that have very strong correlation with each other 
(iv) Personal brand statement and personal brand 
identity are the two stages in authentic personal 
branding strategies that have very strong 
correlation with each other 
(v) Personal brand identity have strong correlation 
with all authentic personal branding strategies  
(vi) The first four ranks that have strong correlation 
among all criteria for effective authentic personal 
branding related to academic librarians’ 
relationship with library users in USM are between 
distinctiveness and relevance (0.815**), visibility 
and persistence (0.765**), distinctiveness and 
goodwill (0.758**), finally between distinctiveness 
and authenticity  (0.756**) 
(vii) Goodwill, visibility and authority are the only 
criteria for effective authentic personal branding 
related to academic librarians’ relationship to 
library users. USM have moderate correlation with 
all authentic personal branding strategies 
Integrity in strengthening the relationship between librarians 
and library users 
47.9% Strongly 
agree 
Authority in pursuing collaborations that enhance 
professional images and building professional relationships 
with library users 
55.0% Agree 
Distinctiveness in enhancing communication skills and 
strategies with own approaches to develop loyalty and trust 
between librarians and users 
58.6% Agree 
Relevance in serving a broad spectrum of services to library 
users 
49.3% Agree 
Visibility in taking advantage on professional networking 
opportunities and relationship with the users 
37.1% Agree 
Persistence in maintaining a continuous communication 
with library users through the need assessment, quality 
outcome and satisfaction measurement 
50.0% Agree 
Goodwill in developing collaborative, liaison, library 
consortia, public relationship with library users continuously 
and also play the roles as a marketeer to promote library 
services  
53.6% Agree 
Performance as the most important indicator in building and 
maintaining relationship / partnership beyond the library and 
the profession to strengthen services to users 
40.0% Agree 
4. Conclusion and future study 
Criteria for effective authentic personal branding and authentic personal branding strategies have already been  
practiced and adapted by academic librarians in Universiti Sains Malaysia in order to support their professional roles 
as the service based profession to the university.  However, the level of agreement and satis faction on the current 
situation for academic librariansÿ reputation in USM is at moderate level (≥ 50%). This is because they expect to 
get more credits in terms of respect, recognition, and rewards for their expert ise from the university members. Apart 
from that, in terms of current situation on academic librarians’ responsibilit ies to library users and library services, it  
has risen to more than as expected. It shows that, as academic librarians in a Research University, they have gone 
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further from others. Finally, there is an average level of ach ievements on the issues related to academic librarians’ 
relationship with library users. They expect to build higher level for commitments including collaborative, liaison, 
consortia and public relationships through the roles of being a public marketer for the library. As a conclusion, 
academic librarians need to go beyond their comfort zone, become more futuristic and g ive full -commitment 
towards their vision to become the best in the profession. In the end creat e the professional image of academic 
librarians specifically in Malaysia and generally in the world. 
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